Introduction
Research has noted that, with the explosion of the social media, viral advertisements have become the holy grail of digital marketing (Akpinar and Berger 2017) . In this context, researchers and practitioners have shown that consumers seem increasingly comfortable with online viral advertising campaigns that encourage individuals to pass along a marketing message to others through the Internet or e-mail.
World-renowned companies, such as Nike, Budweiser, Ford, GMC, Levi's and De Beers have successfully used viral advertising in social media, YouTube, Facebook, and blogs. From traditional platforms to Internet media, consumers value the non-commercial, non-imposed, personal sources of advertising information and peer-to-peer communication (Berger and Milkman 2012; Chuan and Kim 2018; Kimmel and Kitchen 2014; Petrescu and Korgaonkar 2011; Steyer et al. 2007) .
It is beneficial to analyze how viral advertising works, the contexts in which it performs best, how it influences brand and ad attitude formation and consumers' motivations to forward messages (Berger and Milkman 2012; Ho and Dempsey 2010; Kozinets et al. 2010) . Studies have underlined the need to focus on viral advertising in the context of social media and look at factors that are social or are related to the respective network context (Cho et al. 2014; Haenlein and Libai 2017; Ketelaar et al. 2016 ).
The purpose of this article is to study the social aspects of viral advertising, including influential differences related to social influencers analyzed in the Consumer Socialization Theory, such as family, the tie strength element from the Social Network Theory, as well as maven characteristics. We start with an overview of the conceptual framework used in our analysis and then present a detailed overview of the methodology utilized. The results are presented and further discussed, while the conclusions summarize the main contri butions and implications for research and practice and offer suggestions for future studies. Porter and Golan (2006) define viral advertising as "unpaid peer-to-peer communication of provocative content originating from an identified sponsor using the Internet to persuade or influence an audience to pass along the content to others" (p.29). Kirby and Marsden (2006) write that viral advertising includes creating contagious advertising messages transmitted from peer to peer to increase brand awareness.
Conceptual framework
The Internet offers a significantly increased potential for an ad becoming viral and having an exponentially growing diffusion rate. Viral ads are online ads that become viral because of consumer action. Transmitting an ad online, either video, audio or print (picture) format, through social media, social networks, e-mail and other platforms is much faster and with a much broader reach (Akpinar and Berger 2017; Chuan and Kim 2018; Ho and Dempsey 2010; Kimmel and Kitchen 2014) . Viral advertising includes different forms, such as the link of a video ad from, for example, YouTube, transmitted to peers through e-mail or social media (Petrescu and Korgaonkar 2011; Petrescu et al. 2015) .
Previous research related to the viral process has noted its three major components: the social structure of the digital network through which the message is transmitted, the behavioral characteristics of the members and a seeding strategy contributing to the creation of the process (Bampo et al., 2008) . In this paper, we focus on this type of factors, and, using Socialization Theory, Social Network Theory and Market Maven Theory, we analyze three critical social and psychosocial variables that can affect viral intentions: socialization with family, tie strength, and market maven characteristics of consumers. We also include a crucial element in classical advertising theory, attitude towards the ad, as a potential major influencer of viral intentions. The conceptual framework is presented in Figure 1 . 
. Socialization factors
The research considers consumer socialization as the process through which individuals develop consumption-related cognitions and behaviors, as a consequence of their social interactions with socialization agents such as family, friends, and school (Moschis and Churchill 1978; Zigler and Seitz 1978) . Ward (1974) defined consumer socialization as collective "processes by which young people acquire skills, knowledge, and attitudes relev ant to their functioning as consumers in the marketplace" (p.2). Moschis (1987) defines consumer socialization as the process by which (young) individuals develop consumer skills, knowledge and attitudes.
In the area of consumer behavior, Ward (1974 Ward ( , 1978 was among the first researchers to note similarities between consumer socialization and political socialization, followed by numerous studies by Moschis on the same topic (Moschis 1985 (Moschis , 1987 Moschis and Churchill 1978) . While early work on socialization focused only on children and the developmental stages during childhood, researchers have gradually used the socialization theory in connection to other age groups, reaching to a more modern life course view of socialization (Benmoyal-Bouzaglo and Moschis 2009 ). This view recognizes the importance of earlier-inlife experiences. However, it also considers that behaviors cannot be fully explained by restricting the analysis only to a specific life stage (Benmoyal-Bouzaglo and Moschis 2009). The socialization process is thought to continue during the adult life cycle and into the elderly years since adults continuously modify their consumption behaviors (de Gregorio and Sung 2010; Moschis 1987; Zigler and Seitz 1978) .
The consumer socialization model includes four core components: antecedent or social structural variables, socialization processes, socialization agents, and outcomes (Moschis 1987; Moschis and Churchill 1978) . The social structural variables define the social setting within which learning takes place. These include social class, gender, life cycle position and family size, commonly used as control variables that have the potential to indirectly affect learning (Moschis 1987) . The critical socialization processes through which the socialization agents influence socialization outcomes are modeling, reinforcement, and social interaction. Sometimes complementary, these processes change the consequences, which can be behaviors and cognitions such as attitudes, values, or beliefs.
Researchers have used the consumer socialization perspective in relation to a wide variety of topics, including the influence of television advertising on children's and adolescents' perceptions of consumption and advertising, influence on attitudes toward brands and product and effects of socialization on values such as materialism (Laczniak and Carlson 1989; Lueg and Finney 2007) . Studies conclude that interpersonal interaction and communication with family and peers significantly affect numerous aspects of consumer behavior (Lueg and Finney 2007) .
For marketers and consumer behavior researchers, consumer socialization is interesting because of the opportunities it presents for understanding consumer behavior and predicting the development of patterns of consumption thought process and behavior (Moschis 1987) .
In this context, we analyze the influence of two key socialization agents, family and peers, in the viral advertising process and their influence on viral intentions. Researchers in the socialization theory field found that the family, as an agent of socialization, could have a significant impact on a child's acquisition of consumer skills (Moschis 1987) . This hypothesis was formulated from sociological theories stating that young people acquire fundamental "rational" aspects of consumption from their parents (Moschis 1987) .
Key socialization theory researchers, such as Moschis, suggest a positive relationship between the frequency of family communication about consumption and a person's economic motivations for consumption, the strength of its attitudes toward prices and teenagers' rate of performing socially desirable consumer acts. Researchers define family communication as interactions about consumption, goods, and services between family members and adolescents (Moschis and Churchill 1978) . Moschis (1987) found that the family can be important in teaching teenagers "rational" aspects of consumption. Research showed that parents try to teach consumer skills to their teenagers. In this context, individuals learn different consumer skills from their parents at different ages. Marketing researchers found that family communications about consumption significantly influence attitude toward advertising, economic motivations for consumption, participation in family decisions and even utilization of product label information (Lachance et al. 2000; Lueg and Finney 2007; Mangleburg et al. 1997; Moschis and Churchill 1978) . Arndt (1971) also analyzed family's influence on college students' consumer behavior and found a significant impact on elements such as brand loyalty, innovativeness, opinion leadership and store preference. In a more modern marketing context, Lueg and Finney (2007) studied, for example, the implications of socialization theory and the influence of family members on teens' shopping and purchasing behavior on the Internet. Studies have also shown the importance of the social network in creating viral content and the effect of proper disseminators and opinion leaders on message diffusion (Bao and Chang 2016; Berger and Milkman 2012; Chiu et al. 2007; Haenlein and Libai 2017; Ho and Dempsey 2010) . Researchers have concluded that sender trust and advertiser trust have differential influences on effect stages and a viral message from a trusted sender can even overcome the negative effects that a less trusted advertiser might have (Cho et al. 2014) . Marketing analyses have also revealed that, in the peer-to-peer referral decision-making process, reciprocal altruism and reputation enhancement, as well as expected relation ships and trust are important factors (Hayes et al. 2016; Roy et al. 2017) . Nevertheless, personal relationships and influences have a positive effect in viral communication (Seo et al. 2018 ).
In the context of viral advertising, we estimate that the influence of different family members can be easily achieved. Simple aspects such as an e-mail or Facebook forward of a funny ad from a family member can influence individuals' attitude toward viral advertising and intention to forward the advertisement, just as the modeling process of consumer socialization theory states. As Lueg and Finney (2007) studied in Internet shopping context, simple oral communication about a consumption aspect, viral advertising in our case, can represent a reinforcement mechanism. For example, simple conversations among family members, such as "did you see that ad? Wasn't it funny?", can influence young consumers' opinion about viral ads and specific ads in particular. Given the importance of family in the consumer socialization process, we hypothesize that, as communication about advertising and especially viral ads with the family increases, so does the consumers' intention to forward viral ads.
H1: There is a positive relationship between the frequency of family communications abo ut advertisements and viral intentions.
Due to the recent explosion of social media use and the increased importance of social networks, especially in the online environment, in the next section, we complement the application of consumer socialization theory with another aspect of social interaction, Social Network Theory, and the importance of tie strength for social communications. Social network analysis views social relationships regarding nodes and ties: nodes ar e the individual actors within the networks, and ties are the relationships between the actors. It studies networks as a function of different indices, including direction, the frequency of relations, size, centrality, and density of a network. Granovetter (1983) popularized an information diffusion model focused on the strength of weak ties that serve as bridges between network segments. Strong ties express the reciprocal social relationships, while weak ties refer to loosely connected individuals. He noticed that tie strength depends on three factors: frequency of contact, reciprocity, and friendship. According to Granovetter (1983) , weak ties create more opportunities for individuals to share information and lead to higher levels of social capital. Granovetter (1983) also noted that future research should focus on the network idea, study the interactions and developments within networks, rather than consider only the individual and static analyses. Van Noort et al. (2012) also concluded that the strength of tie between the sender and receiver of a message predicts receivers' affective and behavioral responses.
Tie strength
Researchers have underlined the continually developing extent of network interaction, especially in online settings and virtual communities. Wang and Chen (2004) note how computers connect individuals and organizations to form social networks, and how the Internet has brought forward new interaction opportunities. This also applies in the case of viral networks, since the spread of viral information in the community is achieved through networks (Tuten 2008) . Social networks are also considered necessary in the word -of-mouth literature. Researchers found that social networks and social ties are critical in information dissemination and propagation, including both weak and strong ties (Brown and Reingen 1987; Datta et al. 2005; Goldenberg et al., 2001; Sheikhahmadi and Nematbakhsh 2017) . Social networks such as Facebook and LinkedIn allow the establishment of links connecting family members, friends, and peers (Tuten 2008 ).
In the context of word-of-mouth and viral communication between consumers, strong ties represent the vital influential points in the group with constant social influence on consumer choices, as stable and permanent socialization agents, while weak ties allow individuals to extend their information sources to outside groups, in particular moments and specific conditions. Since Granovetter (1983) estimated that stronger ties lead to more significant credibility of the sender, we can expect that consumers will put a greater value on word-ofmouth and referrals coming from persons with strong ties within their social networks. Moreover, the electronic word-of-mouth literature also found that stronger and more credible sources lead to more e-mails open and read coming from these sources, and to more forwarded messages. Chiu et al. (2007) assessed that, in the context of word-of-mouth, consumers trust more their strong ties than their weak ties, leading to greater influence from strong ties on consumers' purchase decisions. In addition, researchers found that most individuals do not forward information to persons they do not know, socially or virtually, which depends on the strength of their relationship and the level of trust in the relationship (Huang et al. 2009; Roy et al. 2017; Seo et al. 2018; Sheikhahmadi and Nematbakhsh 2017) . Smith et al. (2007) also demonstrated that moderately and highly connected respondents are more likely to forward marketing messages. Hayes et al. (2016) have also shown that consumers recommend advertisements in social have the motivation to positively affect relationships with interpersonal ties. Therefore, we expect that the greater the tie strength that consumers have with their social networks, such as family, peers and other social contacts, the higher the potential for them to participate in consumption and advertising communication, not only to receive viral ads but also to want to forward them to their contacts. The literature on social networks and strength of ties provides arguments that consumers will be more likely to receive and send viral messages to their constant, strong contacts, then to individuals with whom they only rarely communicate. We hypothesize that individuals with stronger ties with their social networks are more likely to forward viral advertising to their connections.
H2: The greater the tie strength, the greater the consumers' viral intentions.
From the social part of advertising and communication discussed in this section, we move on to the psychological and individual factors that have the potential to affect the viral process. To complement the discussion on social networks and strength of ties, we add a psychological element usually discussed in connection with networks, referring to the maven characteristics of the individual. Feick and Price (1987) initiated the study of marketplace influencers as market mavens, distinct from opinion leaders and early purchasers. They use the concept of market maven in connection to a multitude of consumer characteristics, such as early awareness of new products, shopping enjoyment, communication of information about products and services, search activities, use of numerous sources of market information and propensity to reading advertisements. Mavens usually tend to show more need for uniqueness and like to be involved and learn about new technologies and new ideas (Goodey and East 2008) . Research also found that market mavens' inclination toward acquisition and transmiss ion of information might come from their involvement in the marketplace (Feick and Price 1987) . They continuously ask and search for new information, initiate communication and share knowledge with consumers (Walsh et al. 2004 ).
Maven characteristics
Studies show that, while market mavens communicate with groups like opinion leaders and innovators, they are not identical, even though they belong in the same "reference person" groups (Feick and Price 1987) . Market mavens' expertise is thought to come from a high marketplace interest, their obligation and pleasure to share marketplace information and help the others (Laughlin and MacDonald 2010; Walsh et al. 2004) . Opinion leaders usually derive their expertise following a significant involvement with a specific good or class of goods (Laughlin and MacDonald 2010) . Market mavens play a more significant personal role than opinion leaders and innovators and have more marketing-mix information (Walsh and Mitchell 2002) .
Market mavens are considered necessary in the word-of-mouth context because they are motivated to learn about products and brands and spread this knowledge and marketplace information to other consumers (Gladwell 2000) . Moreover, one of the critical characteristics of market mavens is their possession of a wide variety of market information (Feick and Price 1987) . While there is no consensus regarding the specific demographic variables that distinguish market mavens from other consumers, their key characteristic is their interest and involvement in the marketplace (Goldsmith et al., 2003) .
In a social network context, mavens have been found to provide the message to the necessary connectors who spread it within the network. Certain persons can be both mavens and connectors at the same time, highly influential in the transmission of ideas and behaviors (Gladwell 2000; Totterdell et al. 2008) . Some researchers studied mavens in the context of word-of-mouth motivations (Clark and Goldsmith 2005; Feick and Price 1987; Goodey and East 2008; Kassarjian 1981) . Studies show the importance of the moral obligation to collect useful information and transmit it to others, and the significant role played by marketplace involvement (Kassarjian 1981) . Research has also underlined the fact that consumers who are satisfied with the social value they receive from their contacts are more active in social media and are more likely to engage in consumption related conversations (Petrescu et al. 2018) .
Consumer behavior studies found that market mavens play an important role in the transmission of consumption information, given the fact that consumers prefer reference group opinions, rather than commercial communications, and interpersonal communication has a higher influence potential (Walsh et al. 2004 ). This represents a cheaper and faster way to gain new customers, especially in a highly computerized world. The fact that mavens are more likely to attend and have a more positive attitude toward advertising and are heavy consumers of media (Feick and Price 1987; Schneider and Rodgers 1983 ) is significant in the context of viral advertising. Their propensity to initiate discussions with other consumers (Walsh and Mitchell 2002) and transmit information to others is significant in this study. Researchers also found the existence of eMavens, significantly using the Internet for their consumption information activities (Walsh et al. 2004 ).
In the context of viral advertising, the importance played by consumers interested in receiving advertising information, but also inclined to pass along this informa tion to others, is critical. Without this type of consumers, it is impossible for commercials to get viral. We consider that market mavens are among the key target segments of viral advertisements, especially in the incipient phase of the viral process. Given their inclination for consumption communication, we estimate that not only there is a higher possibility for market mavens to forward advertisements they like, but they can also represent the base that transforms an ad into a viral one. Therefore, we hypothesize that consumers with high maven characteristics will be more likely to forward viral advertisements than consumers who have lower maven inclinations. 
H3: The greater the maven characteristics of consumers, the greater their viral intentions.

Attitude towards the ad
Attitudes are defined as an individual's internal evaluation of an object, (Mitchell and Olson 1981) , in this case, brand or advertisement, as a function of a person's key beliefs at that point in time (Fishbein and Ajzen 1975) . Research has noted the importance of attitudes in the marketing research, especially because they are significant predictors of consumer behavior about a product or service (Mitchell and Olson 1981) . Research in psychology, sociology, and marketing have already provided numerous theoretical models of attitudes (Fishbein and Ajzen 1975; MacKenzie and Lutz 1989; MacKenzie et al. 1986 ). Consumers' affective responses to ads in general and the attitude toward the ad represent an increasing interest for academics and practitioners (Brown and Stayman 1992) .
Aad is considered a function of feelings and thoughts about the ad (MacKenzie et al. 1986; Laczniak and Carlson 1989) . MacKenzie et al. (1986) see attitude toward the ad as purely affective, with no cognitive or behavioral component, and situational bound. The first authors to analyze in detail attitude toward the ad found empirical support for the mediational role of Aad (Mitchell and Olson, 1981) . They showed the potential of affect transfer from ad to brand, that was beneficial for advertising practice, especially for new and unknown brands.
Other authors found that Aad influences consumers' attitudes toward an advertised deal, stronger motivations to buy the advertised deal, brand consideration (Moore and Hutc hinson 1983) and viewing time for the ad. For example, Muehling and McCann (1993) found at least 37 studies showing that individuals' attitude toward the ad had a direct influence on attitude toward the brand. In this specific situation, attitude toward the ad is the key predictor of consumers' viral intentions, since individuals are willing to pass-along ads that they like and appreciate (Ketelaar et al., 2016; Petrescu et al. 2015) . In this context, research found that ads that use emotional appeals and are more likeable have a higher potential to become viral (Akpinar and Berger 2017) . We test the expected advertising hypothesis that attitude toward the ad influences consumers' intentions to forward the respective ad.
H4: Attitude toward the ad positively influences consumers' viral intentions.
The conceptual model, hypotheses and the direction of the hypothesized relationships are summarized in Figure 1 . The following section presents the methodology used to test the hypotheses, sample characteristics, operationalization of variables, data collection procedures and the measurement scales used, as well as the main statistical procedures utilized in empirically testing the collected data.
Methodology
Sample
To collect responses for our survey, we distributed a questionnaire to a national consumer sample of 400 individuals provided by Qualtrics. The response rate was approximately 80%, considering the that Qualtrics collects data based on an incentivized system. After eliminating the missing data observations, the usable sample includes 388 full responses from a heterogeneous sample regarding different demographic variables, including gender, age, education, income, ethnicity and U.S. state. To eliminate response bias, we randomized the order of questions, to make sure the respondents are not presented with all the items of the same scale at once, and used reversely coded (negative) response options.
Measures
The study includes established scales in the measurement of the independent variables, such as the market maven scale (Feick and Price 1987) and family communication (BenmoyalBouzaglo and Moschis 2009), as shown in Table 1 . Tie strength was measured with a scale used in previous social network studies, such as Brown and Reingen (1987) and Norman and Russell (2006) . The attitude toward the ad measures and operationalization follow the MacKenzie and Lutz (1989) format of items used in previous research. We operationalized our main variable, viral intentions, by using previously used scales, adapting some behavioral intentions scales such as intention to purchase and intention to recommend to fit our purpose and even generating new items. We first measured viral intentions with the intention to buy scale of MacKenzie et al. (1986) , asking to "Please estimate the probability that you will forward this ad to your contacts". The semantic differential items include unlikely/likely, improbable/probable and impossible/possible, with previously reported alphas of over .8. Another scale used includes items such as "This message is worth sharing with others" and "I will recommend this message to others" (Chiu et al. 2007 , Harrison -Walker 2001 . A third version, adapted from Maxham and Netemeyer (2003) intention to recommend, asks consumers three items, including questions such as "How likely are you to spread positive word of mouth about this". All measures were pre-tested initially with a student sample and obtained significant results in factor analysis testing and Cronbach alphas of over 0.7. To test their fit in the context of the 388 consumers surveyed for this study, we performed principal components factor analysis with Varimax rotation using SPSS 19. The results of the factor analysis procedures are presented in Table 1 . 
Viral intentions
Items
Factor loadings Please estimate the probability that you will forward this ad to your contacts: (likely/unlikely) 0.845 Please estimate the probability that you will forward this video to your contacts: (probable/improbable) 0.848
Please estimate the probability that you will forward this ad to your contacts: (possible/impossible) As the results of the factor analysis presented in Table 1 show, all the items used in the survey load as expected on their respective scales, with loadings above 0.6. The explained variance is above 60% for all scales, with fit eigenvalues over 1 for all scales. To assess the reliability of the scales, we also calculated Cronbach's alpha for each scale. Cronbach's alphas show values of at least .7 for all the scales included in the survey, which represent acceptab le values in previous research. Regarding the newly formed Viral intentions scale, all factor loadings are above 0.6, with a Cronbach's alpha of 0.87, showing a good fit of the scale and a good combination of items to represent consumers' intention to forward the ad.
Data analysis
We analyzed key social and psychosocial elements that affect consumer behavior and might also influence the focus variable of this study, viral intentions. In this context, the main antecedents hypothesized to influence viral intentions include a psychosocial variable, the maven characteristics of the consumer, the strength of its ties with the community, as well as a variable from the consumer socialization field, consumption communication with the family, as presented in Figure 1 . In order to test hypotheses 1-4, referring to the influence of these social and psychosocial factors on viral intentions, we employ a regression procedure by using the regression factor scores obtained in the factor analysis testing. The results of the statistical multiple regression procedure are shown in Table 2 . 
Results
As the results of the multivariate regression analysis show in ad. Hypotheses 1, 3 and 4 are supported, while tie strength, included in hypothesis 2, did not receive support. The significance of the results obtained is further discussed in the following section.
Discussion
The first step in analyzing the influence of social and psychosocial factors on viral intentions was to focus on the Consumer Socialization Theory. In this context, we considered that the socialization relationship with family is essential for viral intentions, and hypothesized that the frequency in communication about advertising with members of the family positively influences viral intentions. After analyzing the data obtained in the survey, we found support for a positive relationship between family communication about advertising and consumers' viral intentions. The significance of family communication and socialization for viral intentions contributes to showing the importance of social variables for consumers' viral behavior, and the role of Socialization Theory in the advertising literature.
Another socially related variable analyzed in this study comes from the social network theory and focuses on tie strength. Granovetter (1983) formulated an information diffusion model focused on the strength of weak ties that serve as bridges between network segments. In this context, we hypothesized that individuals with stronger ties with their social networks are more likely to forward viral advertising to their connections. However, the data analysis does not find a significant relationship between tie strength and viral intentions. This can be due to two reasons: our focus on analyzing the individual and not the network, and to the stilldebated role of strong versus weak ties in the social networks literature. Second, research differs regarding the weight and importance placed on weak versus strong ties. Granovetter (1983) stated that weak ties create more opportunities for individuals to share information and lead to higher levels of social capital. Brown and Reingen (1987) noted that weak ties promote the dissemination of information between groups, while strong ties improve the flow of communication between the members of a group. These, we believe, could be the main reasons for not finding tie strength significant in relation to viral intentions.
segments of viral advertisements, and hypothesized that the higher the market maven characteristics of consumers, the higher their viral intentions.
The results of the data analysis show a positive relationship between increased maven characteristics in consumers and their higher viral intentions. In this context, we underline the importance of maven characteristics for viral advertising research and bring this factor for consideration in the pool of significant antecedents in the formation of viral advertising. This shows for both marketing theory and practice the importance of psychosocial variables in the viral advertising theoretical framework. It also establishes maven characteristics as important consumer traits in the viral process and potential key target segment for advertising practitioners in the diffusion of viral advertisements.
Attitude toward the ad is also found to be a significant influencer of viral intentions, as expected. These results confirm the importance of the advertisement in the viral process and show that a positive attitude has a higher potential to make an ad viral.
Conclusions
The study shows the importance of social factors for consumers' viral intentions, integrating the socialization theory and market maven theory in the viral research. The results support a positive relationship between consumers' socialization and communication-related to advertising with their family and their viral intentions, showing that reference groups are important for viral advertising. The statistical analysis also found a psychosocial characteristic, such as consumers' market maven traits, to be positively related to viral intentions. Attitude toward the ad is also found to be a significant influencer of viral intentions, as expected. The findings emphasize the importance of interpersonal fa ctors, including close reference groups, in the viral communication. Overall, different social factors are found to be important antecedents of viral ads, and future research can further focus on this topic, to create a social profile of consumers prone to viral advertising.
The findings contribute to enriching the advertising literature by underlining the role of social variables in the context of viral advertising. The main conclusions also represent useful information for practitioners, who can use social variables to target their market better and manage viral campaigns in social media. Managers should consider the importance of reference groups and influencers in the viral communication scheme, as well as consumers' maven characteristics.
Some of the limitations of this study include the fact that it is focused on the American market. From an empirical point of view, a more diverse sample, especially in ethnic context, would probably be beneficial for this type of studies. Nevertheless, many other measur ement scales might have benefited the operationalization of our variables, as well as a detailed assessment of the viral intentions scale. Regarding potential social variables and given the importance current marketing research and practice awards to social networks, viral advertising research can also focus on analyzing the behavior and potential of viral ads in a real network context. Other variations of our conceptual model in viral advertising studies and use of different research variables can prove beneficial for modern advertising research. Different elements discussed by advertising researchers and managers, such as diffusion of viral public ads and differences based on ethnicity are some of the points that can be advantageous and practical for future advertising research.
